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Abstract 
This document deals with e-commerce, tourism, innovation. The Internet is 
revolutionizing the division of tourism information and. With the usage of modern computer 
technologies especially Internet, tourism sector is growing rapidly all over the world. The 
Internet decentralizes and democratizes access to the customer; there are cost savings in 
distribution, service, marketing and promotion. E-tourism is one of the most important sectors 
in today’s business world. E-commerce brings various benefits to the Polish tourism 
enterprises, which now can have equal access to international tourism market. 
Abstrakt 
Niniejszy artykuł dotyczy e-commerce, turystyki i innowacji. Internet 
zrewolucjonizował przekaz informacji turystycznych oraz sprzedaŜ produktów i usług. Przy 
uŜyciu nowoczesnych technologii informatycznych, zwłaszcza Internetu, sektor turystyki 
rozwija się pręŜnie na całym świecie. Internet zdecentralizował konieczność bezpośredniego 
kontaktu z klientów, a przez to spowodował oszczędności w dystrybucji usług, marketingu 
czy promocji. E-commerce niesie szereg korzyści dla polskich przedsiębiorstw turystycznych, 
które – dzięki Internetowi - mogą teraz mieć równy dostęp do międzynarodowego rynku 
turystycznego.   
Abstrakt 
Tento dokument se zabývá elektronickým obchodováním, cestovním ruchem a 
inovacemi. Internet revolucionizuje dělbu turistických informací. S využitím moderních 
počítačových technologií, zejména internetu, odvětví cestovního ruchu rychle roste po celém 
světě. Internet decentralizuje a demokratizuje přístup k zákazníkovi; vznikají úspory nákladů 
na distribuci, servis, marketing a propagaci. E-turismus je jedním z nejvýznamnějších odvětví 
v dnešním obchodním světě. E-obchod přináší různé výhody do polských cestovního ruchu 
podniků, které nyní mohou mít stejný přístup k mezinárodním trhu cestovního ruchu. 
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INTRODUCTION 
A feature of the modern world is fast technological progress, especially in the field of 
computer science. The beginning of the "computer age" and the appearance of the Internet in 
the second half of the twentieth century caused a revolutionary change in the functioning of 
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the world economy and society. Computerization is entering a growing number of areas of 
life, science and business. Computers have become one of the primary working tools in a 
company. Progressive process of computerization and the dissemination of the Internet have 
changed the image of the modern market, leading to the creation of electronic forms of trade – 
e-commerce. In the activity of majority companies the opportunity to have quick access to the 
information and the occurrence on electronic platform becomes the most important feature of 
competitiveness. Technological changes in the global market have not bypassed the tourist 
industry. Tourism belongs to the areas with the largest market share in electronics. Flow of 
information and access to potential customers via the Internet has become an indispensable 
tool in web work. The Internet allows the tourism organizations to make product information 
and facilities to carry out online transactions available to a very large number of potential 
customers all over the world.  
 For tourism market customers there is a problem of making a costly purchase, 
when they are planning a trip to o new destination, without being able to see the product in 
the traditional tour office. The Internet offers them the opportunity to get instant access to 
relevant information of greater variety and depth about the destination that is why the booking 
process is quick and easy. For tourism businesses the Internet enables reaching a wide range 
of customers while lowering costs at the same time. It allows to make large-scale savings on 
the production and distribution of print and on other traditional activities  like for examples: 
call centres and information centre's (WTO, 2001). 
The purpose of this article is to present the method and scope of the use of the latest 
technologies, with special emphasis on the Internet in the Polish market of distribution 
information and services especially in tourism. Also presented is the development of the 
information society in Poland and its position among the European countries in Internet usage 
statistics. This paper identifies the barriers and benefits of B2C and B2B2C models in tourism 
industries 
The current state of research on the issue of using the Internet on tourism market 
represent rare items. Especially in Poland, there are only a few publications on this topic, but 
mainly related to marketing and tourist services. One of the few comprehensive studies that 
discuss the issue of the application of information technology in the hospitality and travel 
agencies in Poland is the publication: Internet w turystyce i hotelarstwie. Informatyka w 
hotelarstwie, written by M. Nalazek et al. (2003). 
For the purposes of this paper there was conducted a survey among 15 travel agencies 
and 15 accommodation objects which have commercials sites. The questionnaire were 
founded in Polish in order to avoid the interpretation problems and was conducted with the 
managers or owners of the companies. The survey included questions about the current 
Internet use, then the benefits of bringing e-commerce, what barriers are noticeable in 
connection with the e-commerce. The companies could choose more than one answer for each 
question. In addition the data from the Internet World Stats and Central Statistical Office 
(Polish: Główny Urząd Statystyczny, GUS) was used to describe the general facts about the 
Internet environment in Poland. 
ESTABLISHMENT AND FUNCTIONING OF THE E-COMMERCE MARKET 
The main features of the Internet created economic opportunity for its use. There are 
new concepts in economics followed by the prefix "e" such as e-business, e-invoice, e- 
commerce, e-learning, e-sport. Understood as electronic business, electronic invoice, trade, 
etc. These are the typical terms occurring in the information society. Often, this prefix is 
identified also as the word “online”. 
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 The Internet is a new marketing tool, that is being used as a modern and rapid means 
of communication and distribution. The modern market is saturated with many products and 
services of various kinds. The consumer is inundated from all sides by different kinds of 
offers, that is why he needs a adequate information to make purchase decisions. The market 
orientation changed, nowadays the information in itself becomes a commodity at a specified 
monetary value. What matters is to get the appropriate information to the client as soon as 
possible, and the Internet ensures that. 
 The creation of an electronic platform also caused changes in the market, by changing 
the structure of existing businesses and creating a new category of activities called e-business. 
It is understood as a business conducted via the Internet including the integration of 
information flow between the company's internal operations of the activity on the network. It 
should not be identified with e-commerce, which applies only to electronic marketing and 
sales of products and services through a network. Electronic trade e-commerce is part of e-
business that takes place in the virtual arena that is electronic economy (Fig. 1). 
 
 
 
 
 
 
 
 
 
 
 
Fig.1. Range of e-commerce on the background of the information society 
(own study based on Gregor, B., Stawiszyński, M.: E-commerce, s. 77) 
E-TOURISM AND EXISTING BUSINESS MODEL 
 Internet decentralizes and democratizes access to the customer; there are cost savings 
in distribution, service, marketing and promotion. Internet has a tremendous impact on today's 
travel and tourism industry. E-Tourism is considered as one of the most important sectors in 
today’s business world. In the past few years, travel and tourism industry are growing with 
the explosion of E-Commerce. In E-Tourism, new and efficient Internet business models, 
including B2B, B2C and B2B2C have gained a strong foothold (Turban et al. 2000) (Fig.2). 
 
 
 
 
 
 
 
 
 
 
 
Fig.2  E-tourism (own study) 
 A business model is the method of doing business - it is the method that allows a 
company to generate revenue and to sustain itself. The Internet has given rise to new kinds of 
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business so nowadays there is a various number of business models, by which services are 
realized. In the field of e-tourism many different companies co-operate in order to produce the 
final customers service. This section will give an overview of the most popular business 
models observable in the area of e-tourism. 
A. Business to Customer Model (B2C) 
In B2C Business, tourist service providers sell their products directly to the tourists or 
customers. It is the most common business model. In this model tourist service providers 
have a direct communication with tourists. 
B. Business to Business Model (B2B) 
Tourist service providers (business) like hotels, airlines, sells their products to other 
business like tour operators. To promote tourism, this model works with the linking of 
different businesses and through this it can provide and offer new, dynamic packages to 
the tourists. 
C. Customer to Customer Model (C2C) 
Tourist can communicate with other tourists through the Internet (forums, blogs and 
email groups etc.) and can develop a tourist community. Traveler can make his journey 
plan by discussing with other tourists. 
D. Government to Business Model (G2B) 
In this model, Government (G) plays a role by interacting, co-operating, imposing rules 
or giving permission to tourist service providers/agents (Businesses) so that they can 
work freely to promote tourism. 
E. Business to Business to Customer Model (B2B2C) 
B2B2C describes companies that sell products or services to another companies that sells 
them directly to consumers, all via the Internet. This is a special value chain in tourism. 
E-Commerce is potentially the matched business model courted by many industries, 
especially the tourism. For example, Travelocity.com sells tickets and room reservations 
on behalf of major airlines and hotels respectively. Developed countries generally follow 
this business model (Rayport, Jaworski 2002). 
INTERNET IN POLAND 
The official date of the beginning of the Internet in Poland is considered as the 17th 
August of 1991. On that date the first TCP / IP connection between the computer center of the 
University of Warsaw and Copenhagen was established.  
Fig.3   Equipped with selected Information and Communication Technologies 
 in % of Polish total. (Source: Polska w liczbach 2012, GUS 2012) 
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However, before this Polish scientific institutions by using telephone lines united with 
foreign servers. GUS (Central Statistical Office of Poland) figures show a steady increase in 
the number of computer users and users of the new medium which became the Internet. We 
can see the development of information society in Poland, seen by large growth in the use of 
new technologies in various areas of life and business (Fig. 3) 
According to Internet World Stats in 2000 in Poland there were 3.7 million Internet 
users, representing 9.7% of all households. In 2005, there were already 10 million network 
users. Currently about 64.9% of the Polish population has access to the Internet (Fig. 4) 
Fig.4  Internet usage and population statistics in Poland  
(own study based on Internet World Stats – www.internetworldstats.com) 
 
According to Internet World Stats, Poland with a little more than 24 million users in 
2012 is also eighth in Europe in terms of the number of people using the Internet (Fig. 4). 
However, the reach of the Internet is still lower than in European countries. In Poland, the 
Internet uses only 64.9%. For comparisons in Monaco 100%, the Netherlands 93%, in 
Denmark 90% of people in these countries have access to the Internet. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig.5  Top Internet countries in Europe in 2012 
(own study based on Internet World Stats – www.internetworldstats.com) 
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Over 70% of people use the resources of the network every day or almost every day 
Most of the users are young people, usually aged 15-34, with a higher or secondary education. 
In recent years, the demographic profile has changed. Young users are the majority, however, 
there is seen an increase in participation of older people, especially over 55 years of age. This 
is related to an increase in awareness and acquisition of skills these people in the use of 
computers and the use of Internet resources (Fig. 6) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig.6  Demographic profile of the Internet users in Poland 
(Source: Polski Internet 2008/2009, Gemius 2009) 
 
About 58 % of people in Poland use the Internet at home. Decreasing the percentage 
of the population using the Internet at school or college, is caused by the greater and easier 
access to the Internet at home (Fig. 7). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig.7  Persons aged 16-74 using the Internet, in % of total persons  
aged 16-74 by places of use. (Source: Polska w liczbach 2012, GUS (2012) 
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More than half of the companies in Poland run their own website. More than 80% of 
companies in the field of media (film, video, radio and television), information, hotels and 
accommodation facilities have a website (Fig.8). Most of these pages is used to present 
folders, products or pricing. 7.1% of them allows to order, or make reservations online, and 
20.3% allows to send and receive orders (Wykorzystanie... 2012). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig.8  Enterprises which have their own official webpage according to kind of activity in % 
total enterprises of a given economic activity. (Polska w liczbach 2012, GUS 2012) 
THE TOURISM SECTOR IN POLAND ON THE WEB 
 According to the Google's report there is a growing number of Internet users interested 
in searching for travel services in the network. Growing importance of different types of 
forums and websites about tourism on which you can get acquainted with the opinions and 
experiences of other person. There is also noticeable growing use of the Internet to compare 
prices of tourist services (Produkty i usługi... 2009) (Fig. 9). Reservations and purchase of 
travel services in the network is maintained for several years at the same level and are 
respectively 40% and 29%. 
Internet also plays an important role in the decision-making process about the 
destination place and the choice of the travel agency. For 63.4% of Internet users planning to 
leave the Internet is the primary source of information. Every second Polish Internet user is 
visiting tourist sites. People who are looking for information about planned usually visit: the 
travel agencies (61%), web browsers (49%) and travel portals (48%)  
 A computer with access to the network is becoming an indispensable tool 
used in the work of various tourism market actors. According to GUS, in January 2012, 100% 
of business sector organizers and intermediaries was equipped with a computer, and  over 
94% of them had access to the Internet. 
 Most of the Polish tourism enterprises are already in cyberspace, even by having a 
virtual business card, which is the company website. Over 96% of companies have their own 
website, and by 69% of organizers and intermediaries sites, and 53% of the accommodation 
sites there is possible to make a reservation or order online (Wykorzystanie... 2012). 
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Fig.9  Changes in the activity of Polish Internet users in area of travel services in 2006-2008 
(Source: Produkty i usługi turystyczne w Internecie, Google, 2009) 
THE PRESENT USE OF THE INTERNET IN POLISH TOURISM ENTERPRISES  
 The first question in the survey deals with the present use of the Internet in the 
company. All surveyed companies use the Internet for communication purposes, as well as 
promoting their businesses. Usually the Internet is used to transmit information to customers 
thanks to the websites (100%) or via email (100%). They also use online bookings enabling 
businesses to reach a wide range of customers at a low cost sale (68%). The Internet is also 
useful for online banking, which permits logistics of funds between customers, the company 
and the bank (100%). In addition the companies use the newsletter (32%), which provides 
information about the latest promotions (Fig.10). 
 
Fig.10  Use of the Internet in selected Polish enterprises 
(Source: own study) 
 
Benefits of e-commerce in the travel and tourism enterprises in Poland 
 The benefits of e-commerce are now quite extensive. E-commerce has changed not 
only the way business is conducted but primarily caused revenue growth of organizations and 
by this the entire tourism sector. By adopting IT technologies enterprises can reduce costs 
while at the same time increasing their revenue strategy. Many companies in the tourism 
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market like airlines, hotels, tour operators can work with each other and create an electronic 
booking platform. Thanks to the Internet businesses can also learn about consumers and meet 
their needs and preferences. In general the Web is essential to business growth. 
 Following by Elias (1999) the benefits of using e-commerce both for enterprises and 
customers are: 
- Convenience: The Internet is open 24 hours a day, seven days a week (24/7) and 
accessible from the comfort of their homes 
- Self-service: Eliminating a human agent allows prospective travelers to access very large 
amounts of information at their own pace. 
- Interface quality: As a channel for communicating information about flights, using a 
web browser's graphical user interface is superior to transcribing information from a 
human agent on the telephone. 
- Prices: The Internet is useful for comparison-shopping. The prospective traveler is able 
to visit different websites to compare prices being offered for similar travel or holiday 
packages.  
 The results from this question showed that companies can reduce overheads, eliminate 
commissions or cut market and fulfillment costs. Respondents considered that the main 
benefits of e-commerce in their enterprises are providing and sharing information about the 
products and services and the fact that the Internet is an innovative way of getting new 
customers. This results implies that respondents are less aware of benefits such as: linking 
with other business entities.(Fig.11) 
Fig.11  Benefits of e-commerce (: own study) 
 
 
A Providing easy access to information on tourism products and services 
B Simplifying the selling process 
C Providing convenience for customers 
D Cutting logistic costs 
E Cutting marketing and fulfillment costs 
F Creating new markets 
G Reducing operating costs 
H Eliminating commissions 
I Linking with other business entities 
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BARRIERS TO E-COMMERCE ADOPTION AND USAGE 
 There have been different reasons why enterprises are using or have decided to use e-
commerce and also why some organizations up to now have not embraced e-commerce. 
Successful adoption and efficient usage of e-commerce is dependent on the environment the 
drivers and inhibitors are diverse within different countries and also within specific industries 
(Werthner, Ricci 2004). The aim of the next survey question is to mention and understand the 
barriers and how and also why Polish tour operators and hotels may inhibit the adoption and 
usage of e-commerce in their companies. 
 There a number of barriers for tourism organizations in adopting e-commerce in 
Poland. The main barrier is fear of stronger competition on the Internet ( 87% of answers) and 
the fact that clients are afraid of buying on-line (77%), maybe because of the security level of 
the e-commerce system, which is also a barrier mention by the entities (70% of all answers) 
(Fig.12). 
Fig.12. Barriers to e-commerce adoption and usage (own study) 
 
 
A Fear of stronger competition on the Internet 
B User - friendly Web interface - clients are afraid of e-commerce 
C Security of the e-commerce system 
D Company is too small 
E Lack of staff training 
F Level of trust between customer and company  
G Information technology infrastructure 
H Products or services not applicable for e-commerce 
I Market uncertainty 
J Lack of external support to maintain an e-commerce system 
K Integration with the existing corporate system 
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CONCLUSION 
 Rapid growth and change of present society, economy in the age of globalization are 
the major components of today’s Internet economy, and tourism organizations such as tour 
operators and hotels should respond by developing new models of doing business and new 
ways of making and delivering products and services. Travel and tourism demonstrate how e-
commerce can change the structure of an industry and create new business opportunities. 
Technological and business applications are changing every day and new cultures are 
evolving, especially in tourism because it is an interesting field of application as well as 
research. It is believed that community will gain more importance as the Internet becomes 
even more pervasive in the new global economy. The Internet brings various benefits to 
customers and to organizations. For companies it is very important, because they can reduce 
logistic costs and promote and sell their products and services directly to customers all over 
the world and create new markets which is the most important element of today’s 
management. 
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SUMARY 
Turystyka od wielu lat jest jednym z największych przemysłów na całym świecie. 
Rewolucja internetowa doprowadziła do róŜnych zmian, nawet i w tym rynku, zwłaszcza w 
dystrybucji informacji turystycznej i oraz sprzedaŜy. Znaczenia Internetu dla branŜy 
turystycznej w ciągu ostatnich lat wzrosło gwałtownie, dlatego wiele organizacji, które są 
zaangaŜowane w turystykę, przenoszą swoje usługi na on-line. Trwający proces 
informatyzacji i rozpowszechnianie Internetu zmieniły obraz współczesnego rynku 
turystycznego, prowadząc do tworzenia elektronicznych form sprzedaŜy. E-commerce 
przynosi nowe moŜliwości nie tylko dla instytucji lub dla podróŜnych, ale takŜe dla 
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światowego rynku turystycznego czy gospodarek krajowych. E-commerce i turystyka 
współgrają ze sobą bardzo dobrze, pozwalając na przepływ informacji w Internecie na całym 
świecie bez Ŝadnych barier, stając się wspaniałym kanałem dystrybucji. Decyzja o zakupie 
produktów turystycznych jest często uzaleŜniona od informacji dostarczanych przez środki 
masowego przekazu: prasa, telewizja i Internet. Internet wywiera ogromny wpływ jako źródło 
informacji dla turystyki. Przez Internet klienci mogą szybko i precyzyjnie znaleźć informacje 
na temat róŜnych atrakcji turystycznych, produktów lub usług. Jest to bardzo waŜne w celu 
koordynacji i harmonizacji określonego łańcucha dystrybucji, poniewaŜ jest to istotny 
element systemu logistycznego w branŜy turystycznej. Proces dystrybucji obsługiwany przez 
e-commerce pozwala obniŜyć całkowite koszty logistyki, przy jednoczesnym wzroście 
poziomu obsługi klientów. Wiele badań wykazało, Ŝe większość konsumentów wybiera 
korzyści z moŜliwości oferowanych przez e-commerce w turystyce, aniŜeli przez 
tradycyjnego agenta turystycznej, poniewaŜ Internet jest do dyspozycji przez cały dzień. 
Kolejne powody to samoobsługa, jakość interfejsu i ceny, poniewaŜ Internet pozwala na 
porównanie cen  podróŜy, odwiedzając róŜne strony internetowe touroperatorów. 
 Niniejszy artykuł zajmuje się e-turystyką i innowacją. Celem niniejszego artykułu jest 
przedstawienie sposobu i zakresu korzystania z najnowszych technologii, ze szczególnym 
uwzględnieniem Internetu w polskim rynku dystrybucji informacji i usług, zwłaszcza w 
turystyce. Prezentowany jest równieŜ rozwój społeczeństwa informacyjnego w Polsce i jego 
pozycja wśród krajów europejskich w poziomie rozwoju Internetu. 
 Przedstawione wyniki badań, przeprowadzonego na 15. biurach podróŜy o 15. 
obiektach zbiorowego zakwaterowania wskazują na wiele korzyści, wynikających z 
wprowadzenie e-commerce w te przedsiębiorstwa. Dzięki rozwiązaniom z dziedziny IT, 
moŜliwe było ograniczenie kosztów logistycznych i dotarcie do większego grona 
potencjalnych klientów.  
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